The work explores whether self-storytelling is a powerful predictor of personal reputation in a collaborative community of the sharing economy realm. By proposing that powerful self-storytelling allows an attractive positioning in respect to potential others, the paper extends the literature of brand storytelling and brand archetypes shifting the perspective to a personal level. This study adopts a qualitative-quantitative approach to investigate the meanings and stories contained in personal profile descriptions and their relation with reputation. Personal descriptions are interpreted as storytelling activities, labels/glosses that allow members to access the services of the community by facilitating personal reputation building. The findings show that powerful storytelling structures have defined phases and are crucial in reputation building when the story evolves in a metaphoric, symbolic lesson. The presence of archetypes, in particular the Sage and the Ruler, also confer reputational power to the stories. The results reveal opportunities for peer-to-peer communities, traditional companies, and social businesses. Marketers should design tools and platforms able to trigger consumers' desire to express their individuality through personal descriptions and suggest the drivers that affect reputation.
Introduction
A new, grassroots model of doing business is emerging, providing consumers with the power to get what they need and want where no transfer of ownership takes place. All over the world, people are renting rooms from strangers through Airbnb, outsourcing grocery trips to TaskRabbits, and traveling with ride-sharing service BlaBlaCar. These empowered individuals are participating in the sharing economy by beginning to function like hotels, taxis, farms, restaurants, manufacturers and other traditional business models. The sharing economy is becoming increasingly popular, and it is estimated, at the time we are writing, at more than US$15 billion (PwC 2014) . The trend is expected to increase, as consumers and firms seek to maximize efficiency in volatile economic conditions (Lamberton and Rose 2012) .
The sharing economy is contingent upon one crucial factor: reputation, which is now considered a new currency for transactions in collaborative consumption platforms. Reputation is the enabling factor inherent within all sharing-sector activities. It helps to build trust in certain people and distrust in others. Because of its centrality to the success of the sharing economy, various thought leaders -entrepreneurs, social advocates, academics, investors, journalists -have opined as to how trust is established and maintained among strangers engaging in peer-to-peer transactions. Despite the topic has received attention, it still has not been theorized.
This work explores personal reputation, understanding its antecedents. The main objective is to assess whether self-storytelling is a powerful predictor of personal reputation in online communities.
The branding literature has long recognized the power of storytelling to provide meaning to the brand, and practitioners have used storytelling to enhance consumers' connections with brands (Brown, Kozinets and Sherry 2003; Escalas 2004; Megehee and narratives strategically to manage favourable impressions.
The process by which people, stemming from a list of descriptive attributes, transform their biographies in narratives is well documented by the literature (Ahuvia 2005; Belk 1988; Bruner 2004 ). Self-storytelling not only helps the individual to understand him/herself but it informs others about his/her identity. Self-presentation (Goffman 1959 ) is contextual, based on a specific setting, such as personal web spaces (Schau and Gilly 2003) , facing a definable and anticipated audience. Similar to product branding, storytelling is proposed as a means to personal reputation that helps promoting ones' uniqueness to a certain public.
To explore the key elements that constitute stories, the Phase Dynamics Theory of Travel Epiphany Behavior (Woodside 2010 ) informs our study. The phase dynamics consist of the following stages: a. Prequel. In this stage, some triggering event occurs and implicitly or explicitly influences a person who recognizes that something is unknown to him or her; b. ! ! Awakening. A person recognizes a journey might be necessary to complete this unknown aspect; c. Journey. The protagonist's experiences will consist of positive or negative encounters which influence memorable good times/moments that normally occur during a journey; d. Catharsis. The individual achieves a deep understanding of his or her experience that serves as the capstone of the trip. e. Post-journey storytelling. Reliving the emotional highs and lows in the story serves to deepen the experience and meaning of the journey.
In the story, the protagonist struggles because of inciting incidents and is required to 
!

Archetypes enactment
All narratives, modern and ancient, employ archetypes in portraying characters. The Archetype Theory (Jung 1959 ) informs our conceptual framework, as it enables understanding the most powerful elements of a modern storyteller (Vogler 2007) . Archetypes represent personifications of behaviors -characters who embody behavior patterns. An archetype is an internal mental model of a typical, generic story character to which an observer might resonate emotionally (Jung 1959) . While originally Jung believed archetypes were genetically inherited, archetypes are learned conceptualizations according to the neoarchetypal theory (e.g. Mark and Pearson 2001) . Whichever way it goes, the symbolic and affective importance of these story characters derives partially from the fact that they have endured for so long in the culture's literary, folkloric, and artistic history (Faber and Mayer 7 
! !
Sage
Represented by a valuing of enlightenment and knowledge; truth and understanding. This is the expert and the counsellor, possessing wisdom and acumen, perhaps a bit pretentious. Scholarly, philosophical, intelligent; a mystical and prestigious guide in the world. Story gist: experience, advice and heritage. Jung (1959 ), pp. 125-127 Campbell (1949 ), pp. 46-47 McAdams (1993 ), pp. 143, 208-209 Mark and Pearson (2001 ), p. 90 Woodside, Sood and Miller (2008 , p. 114
Seeker
Represented by an independent, free-willed adventurer. Seeks discovery and fulfilment. Often solitary; spirited and indomitable; observer of the self and environment. Constantly moving; a wanderer. Story gist: needing to do it "themselves", keeping moving until they find their goal.
McAdams (1993), p. 138 Pearson (2001), p. 72 Woodside, Sood and Miller (2008) , p. 114
Shadow
Represented by the violent, haunted, and the primitive; the darker aspects of humanity. Often seen in a tragic figure, rejected; awkward, desperately emotional. Can be seen to lack morality; a savage nemesis. Story gist: mystery, suspense, and uncertainty. Jung (1959), pp. 91-93 Woodside, Sood and Miller (2008), p. 114 The use of archetypes as platforms to support brand construction is relatively recent.
The marketing literature (Holt 2004; Vincent 2002; Woodside, Sood and Miller 2008; Zaltman 2003) proposes that when building a brand strategy there is the need to identify a relevant archetype that prime users of the brand unconsciously (and possibly consciously) desire to experience. Archetypes can be therefore used to guide brand strategy. The power of identifying a brand with one of these timeless stories is that the story already exists deep within our subconscious -it does not need to be created. The task for the brand is to simply evoke the story with cues.
Archetypes are here interpreted as story characters, prototypes of culturally important figures, that are learned and recognized implicitly, and whose mythological, symbolic and personal significance evoke emotional reactions both in the storyteller and in the listener.
Specifically, the study proposes that the stories narrated in online relational communities reflect one or more archetypes. More formally, Proposition 2: Archetypes manifest themselves in online relational communities!
!
Reputation building
In online relational communities, reputation systems are like the recommendation 8 ! ! systems used for example by Yelp or TripAdvisor. However, instead of rating products or services, participants rate each other, often using a familiar ranking system. Belk (2014) confirms that online reputation systems are a proper way to build trust in collaborative consumption contexts.
Trust is a state involving confident positive expectations about another's motives with respect to oneself in situations entailing risk. Based on the characterization of Mayer and Davis (1999) , parties in transactions are assessed to be trustworthy when they (i) have the required skills, and characteristics that enable to exert influence within a specific domain, (ii) are believed to do good to trustors, setting aside an egocentric motive, (iii) are perceived to adhere to a set of principles that trustors consider important.
In online relational community trust involves both an online and an offline dimension, the first being the main planning touch point that enables further offline implementations. In the first online step, members have the necessity to present themselves as trustworthy people.
An active participant who shares his or her stories in online relational communities may expect intangible rewards in the form of higher status within the community. The high status makes transactions between strangers safer and less uncertain (Belk 2014; Masum and Tovey 2011; Sacks 2011; Solove 2007) . Reputation therefore serves as the digital institution that protects community members and empowers them. By bridging storytelling and reputation we believe a powerful way to persuade the community of one's personal reputation is by telling a compelling story. Therefore we propose that:
Proposition 3: Powerful self-storytelling has a positive effect on overall personal reputation in online relational communities ! ! While the first two propositions will be explored with a qualitative approach, proposition three will be assessed quantitatively.
Research methodology
CouchSurfing may be included in what has been defined "Creative Tourism" (Richards 2011) , interpreted as an escape route from the serial reproduction of mass cultural tourism, offering a relational form of tourism where authentic experiences are co-created between surfers and hosts.
CouchSurfing is a global community of 7 million people in more than 100,000 cities.
Its members share their life, their world, and their journey without any money exchange.
CouchSurfing connects travellers with a network of people willing to share in profound and meaningful ways, making travel a truly social experience (http://www.couchsurfing.com).
CouchSurfing's values can be summarized in sharing, generosity, connections, happiness, tolerance, improving life and society, and of course in love for travel. The phenomenon has therefore become part of the worldwide accommodation market. In 2011, CouchSurfing has become a for-profit organisation, with revenues coming from a verification service fee.
An interpretive approach (Campbell 1975 ) is used to analyze natural occurring communications within members' profile descriptions, in order to make sense of the informant's own self-representation and relation with personal reputation. Within the qualitative paradigm we interpret storytelling through the Degrees-of-freedom instrument (DFA) proposed by Woodside, Sood and Miller (2008) and through the Archetypal Story Pattern Instrument (ASPI), for which we refer to Woodside, Sood and Muniz (2013) . The two instruments provide a set of statements as a guide to interpret the text under analysis. These instruments were adopted to assess how well a specific review could match with the storytelling paradigm. It is a "Pattern-matching" between the theoretical propositions and ! observations in a set of data. The quantitative methodology involves Latent Class Analysis (LCA) and Shapley Value Regression (Shapley 1953; Shorrocks 2013) to assess: (i) the profiling of groups with different levels of reputation and (ii) the extent of the impact of each phase and archetype in reputation building.
Results of qualitative data analysis
The two stories that are presented below illustrate the master template for analyzing 
Awakening
Both Ingrida and Aaron recognize that a journey might be necessary to contemplate the missing or unknown aspects of their life. In the awakening phase, Ingrida begins her journey consciously asking "Who am I?". She decides to move to Italy in order to explore the authenticity of the economic crisis and she enters the Italian job market. In Aaron's story, instead, it is the plot of the movie that consciously triggers his awakening. When the main character, Bruce Lee, pays respect to his dead master, Aaron's friend invites him to go along with him and pay a tribute as well. Aaron is excited and challenged by something that needs to be understood, "I understood I had to go. He needed me. I felt the importance of such a tribute".
Journey
During the journey to enact the archetypal storyline, the consumer protagonist lives the ups and downs perceived in positives and negatives experiences. Very soon, Ingrida faces a big disappointment when her employer, who promised a three-month job, is not able to retain her because of too little work. Despite feeling let down, she doesn't waste time and, by following what she defines her inner voice, she finds "the perfect job as "animator" in a ! holiday resort". Aaron, in a more symbolic and mystical way, experiences an inciting incident that occurs in walking in the darkness in a cemetery to visit his friend's tomb, managing external tensions between himself and the supernatural. In such a symbolic environment he understands the motives of his journey, when "My friend lit a cigarette for him then told me that he (his friend) who left this world of a horrible accident because of a drunkard in a bar in his 17s".!
Catharsis
Sometime during, but also at the end of the journey, the protagonist experiences an epiphany -a sudden intuitive realization of the "meaning of it all". This follows not only a cognitive understanding of the experience, but a feeling of "cleansing" or renewal of self (catharsis). Ingrida, by putting all herself in the job "I enjoyed entertaining the guests, performing fire shows, learning the beautiful Italian language and making amazing friends", can experience the bridge between emotional fulfillment (enjoying and having fun on her job) and cognitive understanding, which leads to fulfillment and a deeper knowledge of "Who I am". As for Aaron, the catharsis phase relates to the deep contemplation of the starry night that allows him to feel something he had only understood rationally "Although cognitively you know you are in the middle of nowhere, but it was thanks to this serenity and beauty that a deep appreciation grew inside me".
Post-Journey Storytelling
Post-journey storytelling allows the epiphany traveler to relive and reinterpret events and outcomes in the journey. Through interpretation, Ingrida and Aaron's stories evolve in a metaphoric, symbolic story with a lesson, moral, gist. The gist can be explicitly found in Ingrida's internal tension is enacted since the beginning of her story when she understands that something is missing in her life. Ingrida has to struggle with personal forces, represented first by her parents who tried, unsuccessfully, to convince her in studying medicine. Secondly, by her Italian employer who obliged Ingrida to fight and find the necessary personal resources? Aaron's story refers, instead, to external tensions between himself and the supernatural.
Ingrida and Aaron's profile stories enable to synthetically analyze, through the ASPI instrument, the presence of two specific archetypes, the Seeker, enacted in Ingrida's profile description; and the Sage, enacted in Aaron's profile description.
The Seeker archetype
The Seeker is motivated by a powerful craving for new experiences and will do almost anything to avoid boredom and entrapment, even if it means not knowing what might be coming next. The Seeker encapsulates the openness to experiences that members fulfill through CouchSurfing offerings. Referring to Ingrida's profile description by searching for a job in Italy, undergoing her adventure in the Italian resort, and later retelling the story and choosing it as representative of her identity in her profile description, Ingrida fulfilled her Seeker archetype. This is at the core of the required "current mission" CouchSurfers are asked to describe in their profile descriptions. By declaring, "Life's too short to stay in one place. Let's travel!" Ingrida communicates her free-willed adventurer spirit, and desire to constantly move and make the most out of life by seeking out new approaches and perspectives. In describing herself, Ingrida declares she dares to be different from other people, and her adventurous soul and authenticity is how she is unique. Ingrida, instead of following the safer path of studying medicine at home within a family of doctors, is 14 ! challenged to move to Wales and study media studies demonstrating a self-sufficient attitude and a need for freedom. Ingrida is unwilling to settle down or commit to what her parents wish for her, avoiding the support they would have provided. As a Seeker, Ingrida is excited and challenged by the opportunity to blaze a new trail. Seekers need to "do it themselves", they keep moving until they find their goal (and usually their true self too). By experiencing events firsthand, in specific going to Italy and searching for a job in a period of economic crisis, she motivates CouchSurfing community to challenge life and never give up. Ingrida's Post Journey gist "if one faces challenges but never gives up, the possibilities are endless", is her way of helping others in finding their callings.
The Sage archetype
The Sage is an explorer of truth and enlightenment, and travels far in search of The function of the archetype is the same in each profile: conveying a meaning and telling a story.
A perfect level of matching between the personal profiles' stories and the statements belonging to the Degrees-of-freedom (DFA) proposed by Woodside, Sood and Miller (2008) and to the Archetypal Story Pattern Instrument (ASPI) proposed by Woodside, Sood and Muniz (2013) occurred independently for two judges trained in psychology who were, however, unfamiliar with the relevant literature on storytelling.
Results of quantitative data analysis
The database collected consists of reputational variables, the phases of storytelling described in the qualitative analysis, the 12 archetypes proposed by Woodside and Megehee (2010) , and covariates (Gender, Age, Membership Length). ! Data were collected between May and July 2015 in UK in the CouchSurfing platform.
The population contained both active members and passive members (i.e., members who are present in the platform but despite having filled the required descriptive attributes do not write any story in it). With the goal of investigating the stories, our final database contains only the active members (n=400); information on passive members has not been collected. In this sense, we adopted a stratified random sampling, as it was random in the sub-population of active members. The phases and the archetypes were collected on a 2-point scale (0=absent, 1=present). One judge trained in psychology independently repeated the analysis on a randomly chosen 40 records sub-sample as a reliability check, which scored 81%. The most important descriptive statistics of this final dataset are presented in Table 2 . An average CouchSurfer has between 40 and 50 friends and positive references, and is endorsed by 5 other members of the community (Vouching). The Post Journey phase is the most common in profiles, being present almost half of the times (47.8%). More than two out of three profiles (67.8%) enact the Seeker archetype. As for the covariates, the average CouchSurfer is male (61.8%) and has been present in the platform for just over five years.! Biernacki and Govaert 1997). Two groups characterize the chosen solution, the one with the lowest AWE: 224 respondents were classified as having low reputation and the remaining 176 as having high reputation. Table 3 shows the profiling of these groups for all the variables, with univariate tests for finding significant differences. It is interesting to highlight that all the phases are significantly different between groups, with the variable Post Journey that is present three times more in the highly reputed group. As for the archetypes, the Sage and the Ruler differ between the two groups. Finally, the three covariates are all significantly different: highly reputed CouchSurfers tend to be males, older than less reputed ones and with more experience, measured through the years of presence in the platform (Member for). As a second step, a regression analysis measures the extent of the relationship between the independent variables and the dichotomous reputation segment (low reputation, high reputation). In order to decide which regression model is most appropriate, we assessed the extent of correlation between the independent variables with the aim to identify potential problems of multicollinearity. We adopted Spearman's rho correlation coefficient, a nonparametric measure of statistical dependence between two variables appropriate for both continuous and discrete variables, including ordinal variables. Results are presented in Table   4 . ! 
!
The correlation between most phases of the story is above 0.7, suggesting multicollinearity issues. Therefore, we adopted a Shapley Value Regression (Shapley 1953) as it can handle multicollinear data and is well suited to estimate the contribution of predictors against a response variable ( 
where ! defines any of the K! variable orderings. The marginal contribution to R-squared is given by the R-squared of the model that includes ! ! and all regressors preceding ! ! in that particular order (! ! ! ) minus the R-squared of the model that does not includes ! ! . Thus, the Shapley value is the variable's average marginal contribution to R-squared over all possible orderings. As the dependent variable is binary (low reputation, high reputation), for the SVR we adopted the McFadden R-squared (1974), which is suitable for logistic regression.
The SVR decomposition of R-squared values, reported in Table 5 , allows measuring the relative weight of the single variables on the variation of response variable. Three archetypes (Lover, Magician, and Shadow) were excluded from the analysis because they were almost absent in the data (see Table 2 ). The total R-square fit of the model is 0.424, suggesting that the Reputation variation is reasonably well explained by the model. As SVR does not provide the direction of the impact, this was estimated through the Phi coefficient ! test of association (Yule 1912) . A positive Phi coefficient indicates a positive association between the independent variable and Reputation, while a negative Phi coefficient indicates a negative association between them. Results from Table 5 confirm the descriptive findings of Table 3 To further explore the existing relations, frequency counts on the occurrence of the most relevant combinations of elements for each reputation group are presented in Table 6 . More than half of the low reputed members do not present any story phase. The Post Journey phase on its own generates a dramatic impact: this condition is quite common among high reputed members and almost absent among low reputed ones, confirming the importance of such variable. The presence of both Prequel and Post Journey also tends to occur mostly in high reputed members. Finally, while the presence of all the phases is not associated per se to a highly reputed member, only 15.2% of profiles with low reputation contain all the phases of the story.
Discussion
The evidence herein supports the idea that self-storytelling generated by community members facilitates online personal reputation.
The qualitative findings support P1, which states that profile descriptions of members in online relational communities are stories with defined phases and tension. The information in the analyzed texts is stored, indexed, and retrieved in the form of stories. Stories were used to interpret past or anticipated experience, and were structured in a well-delineated beginning (initial event), middle (crisis or turning point), and ending (conclusion). The results confirm that the most compelling profile descriptions experienced the stages proposed by the phase dynamics theory of travel epiphany behavior (Woodside, Sood and Miller 2008) .
It takes rationality but little creativity to describe oneself through a list of attributes, ! interests, using conventional arguments. However, to position oneself in an attractive and memorable way, community members need to go beyond a descriptive listing of attributes and develop, instead, storytelling skills. From the qualitative analysis it is possible to propose that powerful digital self-storytelling means being able to evoke and manage tension.
Powerful stories generally deal with the fundamental conflict between subjective expectations and cruel reality but are solved by the protagonist's determination and will power. The protagonist consumer experiences an "inciting incident", or turning point, which generates tension. The presence of this strain can be considered the main driver (Singh and P3, which claims that powerful storytelling has a positive effect on overall reputation, is supported only partially. While all the 5 phases have an impact on reputation, Post Journey is the strongest in terms of R-squared contribution. The more the individual is able to communicate "a lesson learnt", the more (s)he will be able to build reputation. Expressive 24 ! individuality builds reputation by explicitly providing a gist, a moral. The more the story can communicate a metaphoric, symbolic story, the more power the story will have to engage others. In relation to the archetype enactment, only the Sage and the Ruler archetypes confer reputational power to the stories. While the Seeker archetype appears to be crucial in the qualitative analysis and the most present in the quantitative one, it has no reputational explanatory role. One possible reason for this finding is that having a majority of Seekers 
Conclusions and implications
Compelling self-storytelling facilitates personal reputation in online relational communities. Personal descriptions are personal in that they present the self, but they are public in that they are shared to a specific target audience. A story creates a more personal connection between the individual and community members and can enable a more attractive positioning of the individual against fellow community members. The findings suggest that, ! similarly to product reputation, personal reputation entails capturing and promoting an individual's strengths and uniqueness to a target audience (Shepherd 2005) . Individuals use storytelling to highlight their positive attributes that are of value while at the same time differentiating themselves from other individuals in the marketplace (Labrecque, Markos and Milne 2011) . Especially in the sharing economy, the construction of personal reputation is a key issue, as it becomes the only way to access the services. As the data suggest, compelling stories contained in profile descriptions require experiencing the stages proposed by the Phase Dynamics Theory of Travel Epiphany Behavior (Woodside, Sood and Miller 2008) .
This means that a profile description's story needs to have a well-delineated beginning (initial event), middle (crisis or turning point), and ending (conclusion). It includes actors engaged in actions to achieve goals, a display of the protagonist's feelings. It ends with a change in the life of a character. The more the storyteller is able to emphasize a lesson learnt (Post Journey), the more the story told will be powerful. Powerful self-storytelling also means being able to evoke and manage tension. Memorable stories generally deal, in fact, with the fundamental conflict between subjective expectations and cruel reality but are solved by the protagonist's determination and will power.
The present study expands the literature on personal branding by highlighting the selfstorytelling strategies that entail personal branding in online relational communities. The study makes three specific theoretical contributions. First, while previous studies proposed online reviews (Pera 2014 ) and blog's posts (Woodside 2010; Sing and Sonnenburg 2012) as stories, the results show that profile descriptions can be considered stories characterized by specific stages and tensions, and not only literal attributes regarding oneself. Second, selfpresentation through storytelling reflects the presence of archetypes. Third, compelling selfstorytelling results in personal reputation building.
!
Apart from the consumer behavior perspective, the study comes with managerial implications as well. CouchSurfing is an example of the sharing economy, which, isn't just about new forms of transactions. It's about an entirely new way of thinking about consumption -one that involves individuals not as passive consumers but as active participants. Storytelling is a co-creative activity that is an example of such empowerment.
While storytelling does still not appear to be a designed and formalized marketing tool in any relational communities, we believe it could benefit individuals and organizations. First, from an individual point of view, the sharing economy is allowing individuals to perform as businesses. The individual who masters these tools will be better equipped not only in participating in the sharing economy by accessing its offers. This allows him/her to develop a more "entrepreneurial" posture that can be attractive for traditional companies willing to invest in new human resources to be appealing on the market.!Second, marketers should design tools and platforms able to trigger consumers' desire to express their individuality through personal descriptions, not requiring exclusively objective attributes (demographics, profession, etc.) . By providing suggestions regarding the importance of how to write a compelling conclusion, marketing's role could facilitate personal reputation building. McKee and Fryer (2003) emphasize that corporate stories should display the organization's struggle and show how problems have been overcome. The same process is present in personal storytelling, which also is structured around conflicts and their resolution.
Limitations and future research
The research focuses on a specific platform, and the validity of the findings in other communities remains to be assessed. A further line of inquiry should therefore develop the analysis to other online contexts. Also, the present study has investigated an online relational community where members use storytelling to connect to strangers, making online ! connections that then are turned into face-to-face encounters. It would be interesting to replicate this study in an online relational community where members interact with preexisting friends, turning offline relationships into online ones.
The study focused on written narratives, avoiding visual information, which is both one of the oldest and most contemporary forms of human storytelling and sense making.
Future research should explore visual content sharing as well. An additional line of inquiry could investigate whether self-storytelling is strategic and intentional, i.e., self-related attributes developed according to the audience perception.
